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About the Travel Catering Research Centre 
 
The Travel Catering Research Centre (TCRC) is only one of its kind in the world.  It is supported 
by the International Flight Catering Association (IFCA).  Founded in 2002, the Centre aims to 
generate and disseminate knowledge to academics and industrialists in support of long-term 
performance improvements in the international travel catering industry.  This industry is 
concerned with the provision of meals and other on board service on aircraft, trains, cruise ships 
and ferries. By the year 2005 the Centre aims to have achieved these goals:  
 
? to develop models of best practice that will enable performance improvements in all sizes 
of business across all sectors of the industry 
? to disseminate knowledge and influence policy makers with respect to the travel catering 
industry 
? to encourage multi- and trans-disciplinary research into travel catering 
  
The Centre seeks to achieve its aims by: 
 
? engaging in funded research projects 
? recruiting and selecting PhD students seeking to research in this field 
? conducting consultancy projects for clients 
? speaking at conferences, developing case studies, writing texts, and publishing the 
Centre’s findings 
? supporting the development and delivery of state-of-the-art management development 
programmes for industry managers 
 
This report is one of a series of occasional papers produced by the TCRC. 
 
 
About the Author 
 
Tara Duncan is the ITCA Research Officer in the School of Management at the University of 
Surrey. Her research includes compiling Quarterly and Annual Market Intelligence Reports for 
the Airline Catering Industry as well as continually expanding the original research remit to 
include rail, ferry and other forms of travel catering. 
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Charter Airlines 
 
Executive Summary 
 
This report examines the main UK and European charter airlines.  The report will be split into 
three main sections which correspond to the three main European charter markets,  
 
• the UK,  
• Germany and  
• Scandinavia/Benelux.   
 
Each section considers the current market demand for charter flights before looking more 
closely at each individual charter carriers. As this report is focussing on charter airline’s on-
board catering provision, the report will look at each charter carriers approach to catering 
through an examination of their web-sites and the sites of some of the major airline caterers.   
 
In the conclusion, this report will aim to explore future trends for the charter airline industry, both 
in terms of passenger numbers and in terms of catering offerings. 
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1. Introduction
 
Charter airlines are often seen as the original low-cost airlines.  Charter airlines have 
traditionally served the tourism flow within Europe, transporting holiday makers from Northern 
Europe to the sunnier climates of Southern European destinations. In recent years, charter 
airlines have seen these destinations expand to include Northern Africa, the Americas and the 
Caribbean.  India and the Far East are also emerging as growing markets although the 
European destinations still remain the most popular (see ww.iaca.be).   
 
Today, charter airlines are most often associated with transporting holiday makers to tourist 
destinations as part of a package holiday.  A package holiday is defined as the simultaneous 
sale of at least two elements of a holiday to a traveller: fares on public transport (e.g. flights) 
and commercial accommodation (e.g. hotel or self-catering accommodation) (Mintel, 2005a: 4).  
As such, any discussion of charter airlines will, to some extend, also include a discussion of the 
package holiday industry, including the growing trend towards all-inclusive holidays.  This report 
will concentrate on the on-board catering provisions offered by European charter airlines.  It will 
consider how these offerings have and will change in response to changes in the package 
holiday market and from increased competition from low-cost or budget airlines as well as 
regular scheduled services. 
 
Charter airlines have long dominated the European leisure travel market (Buck and Lei, 2004) 
and in the UK alone annually carry over 30 million passengers – representing over 29% of all 
passengers carried by UK airlines (Buck and Lei, 2004: 72).  The advent of the single EU 
aviation market from 1993 onwards which, by the late 1990s saw the completion of the Third 
Package of aviation liberalisation in Europe, created the world’s first fully deregulated market 
and abolished the distinction between scheduled and charter services (Buck and Lei, 2004: 72).  
Charter airlines were therefore able to operate more flexibly and compete more directly with the 
scheduled airlines.  At the same time, low-cost, no-frill airlines began to emerge and scheduled 
airlines began expanding into the leisure market, opening new routes (Buck and Lei, 2004: 72). 
This has provided consumers with more choice, lower flight costs and greater options in terms 
of what type of travel and holiday they undertake.  Charter airlines have taken advantage of this 
by creating their own low-cost options allowing them to offer both charter services and low-cost 
alternatives on scheduled flights.  This flexibility is difficult for either the low-cost airlines or the 
scheduled airlines to match. 
 
Between 2000 and 2004 package holiday growth increased by 6% whilst independently 
organised trips grew by about 39% and all-inclusive holidays by some 20% (Mintel, 2005b).  
This illustrates that whilst package holidays still make up almost half of all UK holiday bookings 
holiday and travel choices are changing and so too, is the role of the charter airlines. 
1.1 The Supply Structure 
While in the past, charter flights have only secured passengers through tour operators selling 
their seats as part of a package tour, charter airlines, in recent years, have begun to open up 
their ticket sales to the general public. In fact, a recent article in the ATW Daily News suggested 
that between 2000 and 2004 charter airlines nearly doubled their seat-only offers from 20% to 
36% (ATW News, June 2005). This is at least partly in response to the growing competition 
from low- cost airlines who often offer very cheap alternative flights from and to the same 
destinations.  However, as holiday-taking habits change and as more holiday makers uses 
resources, such as the internet, to book the different parts of their holiday, so too have charter 
airlines come under pressure to remain flexible in a fast changing marketplace.   
 
Charter airlines offer tour operators vastly discounted rates in order for their flights to be used 
as part of the holiday packages offered.  Because of these discounted rates, charter airlines 
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must constantly strive for maximum seat occupancy and this is another reason they have begun 
to find alternative ways to sell seats on their flights. 
 
Many charter airlines are now owned by international large tour companies. The large tour 
operators have found that in order to compete on price, minimise their dependency on other 
suppliers and exercise control over the quality of the products and services they offer, having 
their own airline, hotels, etc is to their advantage.  As such, package holiday companies have, 
over the last decade or so, tended, as much as possible, to integrate vertically (Buck and Lei, 
2004: 73).   
 
A vertically integrated company usually owns all or many areas of the value chain, including the 
supplier, the manufacturer and the retailer. So, in the case of package holiday companies, the 
supplier is the transport company (e.g. the charter airline) and/or the accommodation unit; the 
manufacturer is the tour operator who buys supplier components in bulk and produces the 
'package holiday'; and the retailer is either a travel shop, a call centre or a website 
(http://www.thomascook.com/corporate/press.asp?page=presspack). 
 
Therefore, there are two main types of charter operations. The first is described above and is 
almost totally dedicated to carrying passengers generated by their tour operators.  The second 
type of charter operation are those who are independent. These carry passengers obtained on 
the free market or in part from tour operators owned by the charter company.  It is also not 
uncommon for these independent charter companies to carry passengers generated from tour 
operators who own their direct competition airlines. 
1.2 The Changing Markets 
Flight passenger numbers are only now getting back to pre-9/11 numbers and immediately 
following 9/11 and the Iraq War in 2002/3 many tour operators cut their overall holiday capacity 
(Mintel, 2005b). The industry also witnessed holidaymakers delaying travel decisions until the 
global political situation became clearer. This resulted in poor performances for many holiday 
operators and much lower advance bookings.  This meant that while the number of package 
holidays did not decline, the growth rate was small (Mintel, 2005b). 
At the same time, holidaymakers who did travel were more likely to stay close to home or travel 
to countries where they felt confident. This led to a sharp increase in independent travel in 
2002, and for the first time, independent travel and package holidays (excluding all-inclusive 
holidays) attracted roughly the same market share (48% each), with the balance of 4% being 
taken by consumers on all-inclusive trips (Mintel, 2005b). 
 
Within Europe, tour operators have seen the growth of various types of independent travel.  For 
instance, holiday makers can now use resources such as the internet to book flights, 
accommodation, car hire and attractions separately at often very competitive rates.  Germany 
has also seen the growth of what Euromonitor (2005) calls module holidays, and this trend has 
also been happening in the UK.  These types of holidays allow the holiday maker, through the 
tour operator, to choose from a wide array of flight, accommodation, and other options and so 
they can pick and choose the various components of their holiday in order to make up their final 
‘package’. 
 
The market is changing in two further ways.  Firstly, charter airlines are driving change through 
managing the seasonality of their business.  Charter airlines have begun to explore new winter 
routes in order to increase aircraft and crew utilisation therefore providing a significant 
contribution towards profits.  These routes are often middle or long haul destinations which offer 
their passengers ‘sun’ holidays in the winter, such as Barbados, The Gambia, Kenya or the 
Maldives.  The routes can also be shorter distance and support, for instance, ski package 
holidays, with destinations including Salzburg in Austria, Grenoble in France and Geneva in 
Switzerland.   
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The second way that the market is changing is in the way people are taking their holidays.  Not 
only have people begun to book their own holidays and expect a level of flexibility and 
independence from their tour operators, so too has the amount of time and the destinations 
chosen changed.  Traditionally, people took one two-week holiday whether in their home 
country or abroad.  More recently, there is an increasing demand for people to have three 
holidays per year; the first to a long haul destination, the second in Europe and the third in their 
own country.  These shifting trends can then affect charter airline destinations, frequency and to 
some extent, seasonality as they have to become more flexible to cope with the changing 
demand. 
1.3 Backcatering 
For many years, charter airlines have back catered from Europe into other European 
destinations.  This means that each flight will have enough food loaded on board for two sectors 
– there and back.  There have been many reasons for this, including cost, flexibility, quick 
turnarounds and food safety concerns.  Due to changes in technology in recent years both in 
longer life foods and freezing as well as refrigerated galleys, the distances back catered have 
now increased and it is now possible to back cater on flights up to about 6 hours in durations. 
 
1.4 What follows 
In the next sections, this report will begin to examine the three main European charter markets. 
The report will first look at probably the largest of these markets, the UK, before moving on to 
Germany and finally Scandinavia/Benelux.  Each section will consider the current market 
demand for charter flights before looking more closely at each individual charter carrier.  
 
This report’s focus is on the charter airline’s on-board catering provision and so the report will 
go on to look at each charter carriers approach to catering.  This will be done through an 
examination of each airlines web-site as well as some of the sites of major airline caterers.  The 
report will conclude by beginning to explore some of the future trends for the charter airline 
industry, both in terms of passenger numbers and in terms of catering offerings. 
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2. The UK 
 
People in the UK are taking more holidays than ever before.  In 2003 the number of holiday 
takers in the UK increased to 71% (from 70% the year before) and total spending increased 
from 2002 by 1.4% to reach a value of over £38 billion (see Euromonitor, 2004a). 
 
Table 1 below shows the percentage of market share for the four main air-inclusive holiday 
companies from 1996 to 2000.  The table illustrates that the market was still growing in the late 
1990s and illustrates the growth of companies such as First Choice and Thomas Cook over this 
period.  By 2003, these four companies controlled over 80% of the air-inclusive holiday market, 
with Thomson having a 27% share, Airtours (MyTravel) a 24% share, Thomas Cook a 19% 
share and First Choice a14% share (see Euromonitor, 2004a). 
 
 Market Share in the AIT operator Market (%) 
Company 1996 1997 1998 1999 2000 
 
Thomson Travel Group 18 16 17 19 16 
Airtours plc (now My 
Travel) 
12 12 13 14 16 
First Choice Holidays 
Group 
9 8 12 11 11 
Thomas Cook Group - 4 9 13 12 
Other 61 60 49 43 45 
* AIT – Air inclusive-tour 
 
Table 1. Market share development in the UK Air Inclusive Travel market (Evans, 2001: 482). 
 
The UK Charter market is today dominated by 5 main airlines.  These are Britannia Airways 
(now ThompsonFly Airlines), First Choice Airways Ltd (formally Air 2000), Monarch Airlines, My 
Travel Airways UK (formerly Airtours) and Thomas Cook Airlines Ltd (formally JMC Airlines).   
 
* As of 2003, Air 2000 no longer appear in the report figures, it is now First Choice 
 2000 2001 % diff 
between 
00- 01 
2002 % diff 
between 
01- 02 
2003 % diff 
between 
02- 03 
2004 % diff 
between 
03- 04 
Air 2000/First 
Choice* 
5,470,741 5,216,064 -4.7% 5,660,012 8.5% 6,007,436 6.1% 5,787,008 -3.7%
Britannia 8,051,989 7,904,644 -1.8% 8,009,296 1.3% 7,961,580 -0.6% 8,178,569 2.7%
Monarch 
Airlines 
4,380,145 4,059,256 -7.3% 3,752,672 -7.6% 3,247,067 -13.5% 3,103,381 -4.4%
Airtours 
Airways/ 
My Travel 
Airways** 
6,222,666 7,180,960 15.4% 7,413,042 3.2% 6,916,098 -6.7% 5,668,569 -18.0%
JMC 
Airlines/Thomas 
Cook Airlines*** 
5,745,242 6,034,048 5.0% 5,257,510 -12.9% 4,920,992 -6.4% 4,821,125 -2.0%
Total Charter  33,019,618 34,042,525 3.1% 34,050,948 0.0% 33,186,707 -2.5% 32,104,434 -3.3%
** As of 2002, Airtours no longer appear in the report figures, it is now MyTravel 
*** As of 2002, JMC Airlines no longer appear in the Annual report figures, it is now Thomas Cook 
 
Table 2. Charter Airlines and Number of Passengers Uplifted 1997- 2004 (Source: 
www.caa.co.uk, UK Airline Statistics, Annual Reports 1997-2004, Monthly Reports 2004: 
International and Domestic Charter Operations) 
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Table 2 shows passenger numbers for each of the five main charter airlines over the last five 
years.  This table illustrates that charter passenger numbers have begun to fall over the last two 
years and suggests that charter passenger numbers have been slowing quite considerably 
since the late 1990s.  Part of the reason for this is that after 9/11, many holidaymakers delayed 
travel decisions and this is illustrated by the lack of growth in charter passengers in 2002 (see 
also Mintel 2005b).  It also illustrates the percentage of growth and decline in passenger 
numbers by charter airline and so indicates the extent to which these companies have 
performed better or worse than the market as a whole. 
 
Table 3 below illustrates the seasonal nature of the UK charter market.  The winter months 
(November to April) show passenger numbers staying under 2 million passengers whilst the 
shoulder months (May, June and October) all jump up to over 3 million passengers per month.  
The months of July, August and September all have over 4 million passengers. The top 5 
charter airlines, in these three months, transport a third of the total charter passengers for the 
year. 
 
2004 Britannia 
First 
Choice Monarch My Travel 
Thomas 
Cook 
Total Top 5 
Charter 
Passengers 
by Month 
Total Charter 
Passengers 
by Month 
% Top 
5 vs. 
total 
pax  
January 408,610 278,434 162,567 245,415 220,532 1,315,558 1,511,142 87.1%
February 405,167 287,001 156,606 266,759 214,757 1,330,290 1,532,567 86.8%
March 441,500 279,842 154,481 311,280 228,014 1,415,117 1,613,828 87.7%
April 470,297 345,941 212,564 362,522 302,169 1,693,493 1,972,306 85.9%
May 817,065 569,596 268,698 636,150 477,558 2,769,067 3,190,423 86.8%
June 951,474 702,702 326,406 692,101 552,530 3,225,213 3,767,028 85.6%
July 1,022,637 784,450 403,178 751,039 614,761 3,576,065 4,192,022 85.3%
August 1,050,889 807,987 449,452 754,348 638,761 3,701,437 4,410,340 83.9%
September 985,376 699,822 393,307 705,200 578,750 3,362,455 4,016,490 83.7%
October 804,152 539,079 289,113 597,514 524,411 2,754,269 3,211,284 85.8%
November 397,381 224,319 116,926 173,068 251,432 1,163,126 1,271,862 91.5%
December 424,021 267,835 170,083 173,173 217,450 1,252,562 1,415,142 88.5%
Total Charter 
Passengers 8,178,569 5,787,008 3,103,381 5,668,569 4,821,125
 
27,558,652 32,104,434 85.8%
 
Table 3. Total 2004 Passenger Numbers by Month for the top 5 UK Charter Carrier (Source: 
www.caa.co.uk, UK Airline Statistics, Monthly Reports 2004: International and Domestic Charter 
Operations) 
 
As low-cost airlines offer more schedules flights to traditional holiday destinations, charter 
airlines have had to look at new ways to compete with both the traditional scheduled services 
and low-cost carriers.  Many UK charter airlines have begun to offer their own low-cost 
alternative, such as MyTravelLite and Monarch.  As well as offering scheduled flights to many 
holiday destinations, these airlines may ‘fill’ up charter flights with flight-only passengers, thus 
increasing their capacity whilst maintaining their charter flight service. 
 
Nigel Dennis (2005), in a paper presented as part of a short course ‘Regional and Low-Cost Air 
Transport’ at the University of Westminster in May, 2005 illustrates this change when he 
suggests that charter airlines are losing out to scheduled traffic on one of their main charter 
routes – to Spanish resorts.  Table 4 below shows the percentage change in scheduled and 
charter flights to Spain for 2003 and 2004.  
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Versus previous 
year (%) 
Change in 
scheduled traffic 
Change in charter 
traffic 
Overall change 
April 2003 +32 +8 +21 
May +59 +7 +25 
June +53 -12 +8 
July +45 -3 +13 
August +49 -3 +14 
September +45 -9 +8 
October +45 -11 +10 
November +41 -13 +21 
December +40 -19 +23 
January 2004 +38 -14 +24 
February +12 -28 0 
March +33 -22 +15 
:    
December 2004 +15 -26 +7 
 
Table 4. Scheduled and Charter Flights Percentage Change UK-Spain (2003/04) (Source: 
Dennis, 2005: 14) 
 
A recent CAA report (2005) also suggests that as well as this head-to-head competition from 
low-cost airlines, charter airlines have lost out due to the relatively inflexible nature of the 
package holiday products offered through their parent companies.  A number of factors seem to 
have caused the recent lack of growth in the charter market and these include the UK holiday-
maker changing preference in terms of both the types of holidays they want to take and the way 
in which they organise them, a growing familiarity with international travel and increased 
ownership of second homes abroad, the transparency and accessibility of the internet and as 
mentioned above, the competition by low-cost airlines to traditional charter destinations. As 
such, the passenger has become much more confident and familiar with European destinations 
and therefore do not require the package holiday to provide the comfort and care levels once 
needed.  However, the package tour still remains popular with destinations that are possibly a 
little more unusual and less-travelled to (at present). 
 
2.1 The Main UK Charter Airlines 
2.1a Britannia Airways/Thomson Fly 
Thomsonfly is part of the TUI UK group and has a fleet of 41 aircraft; carrying over 8 million 
passengers each year from around 20 UK airports to over 96 destinations in 37 countries (see 
Table 1 and http://www.thomsonfly.com/en/company.html)  
The original airline was founded at Luton in 1962 as Euravia, becoming Britannia two years later 
before being re-branded as ThomsonFly in May 2005.  ThomsonFly started life as a low-cost 
airline based out of Coventry but as TUI UK aims for a common pan-European brand, so TUI 
UK’s charter arm has also adopted the ThomsonFly name (see Airline Business, June 2005:21). 
ThomsonFly then, as well as providing low-cost flights through their website1, provide charter 
flights for Thomson Holidays, Crystal Holidays, Headwater Holidays and Skytours amongst 
others through TUI UK’s travel shops which include Thomson Travel Shops (formerly the Lunn 
Poly group of travel shops and the UK’s largest travel agency chain (see Mintel (2004) and 
                                                
1 Internet sales for the TUI UK group as a whole, for summer 2004, accounted for 15% of TUI UK's 
business.  Although this figure included sales of flight-only bookings, it did not include sales from the new 
ThomsonFly (see Mintel, 2004). 
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http://www.thomsonfly.com/en/company_19.html)), Latedeals.com, The Travel House Group 
and Sibbald Travel.  
 
ThomsonFly/Britannia have won the AUC’s (Air Transport Users Council)  ‘Most Punctual 
Charter Carrier’ in 20042  as well as The Daily Telegraph’s Best Charter Airline Award in 2003 
and the Sky Trax website gives Britannia Airways a 3 star quality rating ( see 
http://www.airlinequality.com/Airlines/BY.htm). 
 
Approach to Catering 
 
ThomsonFly offer a range of buy-on-board snacks and beverages on most of their low-cost 
flights and charge £5 per meal. There is very little information on ThomsonFly or Thomson’s 
website about the food offerings on charter flights.  However, Figures 2 and 3 below show the 
variety of meals and snacks served on one particular long-haul route. 
 
Much of ThomsonFly’s catering services are provided by Alpha Flight Services although they 
also use LSG Sky Chef and Gate Gourmet. ThomsonFly recently awarded Alpha Flight 
Services with seven out of eight possible Bond and Catering Awards at their annual catering 
seminar (see http://www.alpha-flight-services.com/media_centre.html?fD=2005-3&id=121). 
However, it was announced in October 2005 that Thomsonfly would not be renewing Alpha’s 
catering contract, thus ending a 30 year business relationship.  
  
ThomsonFly also offer special meals.  They charge £10 for Kosher meals (one-way) and these 
have to be ordered in advance. ThomsonFly also offer champagne (from £20 per bottle) and 
Belgium chocolates (£5 per box) for special occasions and suggest pre-booking as these 
services are not available on every flight. 
 
Figure 1. Britannia Airways Snack and Lunch served on route Manchester to St Lucia, March 
2005 (Source: http://www.airlinemeals.net/indexMeals.html) 
 
 
 
 
 
 
 
 
 
Figure 2. Britannia Airways Dinner and Breakfast served 
on route Barbados to Manchester, March 2005 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
                                                
2 Britannia’s summer punctuality has been increasing since 1998 according the AUC, see comments in 
their 2004 Charter Delay League Table Report, 
http://www.caa.co.uk/default.aspx?categoryid=306&pagetype=87&groupid=749 
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2.1b First Choice 
First Choice was originally formed in 1973 and traded as Owners Abroad Plc.  In 1994, the 
company was restructured and re-branded as First Choice Holidays plc (Mintel, 2004). The First 
Choice group includes the tour operators First Choice Holidays, Exodus Travels Ltd, Hayes and 
Jarvis, and Longshot Golf Holidays which are distributed through First Choice and Hays Travel. 
 
The charter airline was founded in 1987 as Air2000 before being re-branded to First Choice ‘to 
reflect its status as the airline of one of the UK's four major tour operators’ 
(http://www.firstchoice.co.uk/info/aboutus/flightsaboutus.html) in March 2004.  They now 
operate a fleet of 32 aircraft from 15 UK airports to approximately 60 world-wide destinations. 
The airline, as well as providing flights for holidays sold through its parent company, works with 
up to 80 other tour operators and also provides bespoke flights for clients such as Manchester 
United Football Club.  First Choice pride themselves on their levels of service and have won the 
British Travel Award for Best Charter Airline three times and the Golden Globe in the same 
category six times (see http://www.firstchoice.co.uk/info/aboutus/flightsaboutus.html). 
  
Approach to Catering 
 
All charter flights include a three course meal in the holiday/flight price and First Choice say 
their menu has been developed by highly trained chefs.  First Choice have recently re-vamped 
their long haul offerings to destinations such as Mexico, the Caribbean, and Florida and now 
offer an upgrade to a ‘Star Class’ and a ‘Star Class Premier’.  In Star Class, passengers are 
offered a four course meal with a choice of two hot meals, and a snack before landing on all 
flights.  In the Star Class Premier, all passengers are offered a choice of three meals served on 
china crockery with complimentary drinks throughout the flight. 
 
First Choice offer special meals including vegetarian, gluten free and diabetic meals.  They also 
offer kosher meals but these incur a small surcharge.  They also offer children’s meals but ask 
for a week’s notice and they cost £10 per child per round trip. 
 
 
Figure 3. First Choice Airways Meal served on route from Tenerife to Manchester June 2004 
(Source: http://www.airlinemeals.net/indexMeals.html). 
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2.1c Monarch Airlines 
Monarch was founded in 1967 and is now the UK’s largest independent charter airline. As well 
as their charter operations, Monarch also provide low-cost scheduled flights from Manchester 
and London Luton, each year flying over 5 million people to 100 plus destinations on 22 aircraft.  
Monarch employ approximately 2000 staff, of which almost 1400 are cabin crew.   
 
Monarch provide charter aircraft for a number of tour operators including their two in-house 
travel agents, Cosmos and Avro as well as many others, including P & O Cruises, Thomas 
Cook, Kuoni Travel, Saga Travel and My Travel (see Appendix 1). 
Approach to Catering   
 
Monarch’s low-cost scheduled services offer buy-on-board options for food (see Appendix 2).  
Flights before 11am serve three options for breakfast at a price of £5 each or £2.50 for the Light 
Start option.   Flights after 11am offer a choice of three main meals for £5 each or a light option 
for £3 (suggested for children).  They also offer a choice of sandwich which is served all day.  
This costs £4 and also includes an orange juice and a chocolate bar.  Tea and coffee is served 
with all meals and they also offer a selection of alcoholic, hot and cold drinks and snacks and 
confectionary for sale throughout their flights. 
 
Monarch provide complimentary meals on all charter flights. They offer special meal alternatives 
including diabetic, fat free, gluten free, low cholesterol, low salt, vegan and vegetarian meals. 
Monarch ask for at least two (working) days notice for any request of a special meal and for an 
extra charge, will also provide Kosher and Muslim meals if ordered at least four days in 
advance. 
 
Monarch also offer champagne and birthday cakes for special occasions.  A birthday cake costs 
an extra £12.50 and champagne costs £20 for a full bottle. These have to be pre-booked 
through Monarch’s customer services.  
 
In October 2003 Monarch and Alpha Flight Services agreed a multi-million pound deal which 
saw Alpha supply a full network catering service for all Monarch’s charter and scheduled 
business throughout the UK.  This agreement covers over 10,900 flights a year and included 
both catering and bonded store services (see http://www.alpha-flight-
services.com/media_centre.html?fD=2003-10&id=62).  
2.1d MyTravel 
The former Airtours plc changed its name to the MyTravel Group plc in February 2002 and are 
the second largest travel group in the UK (Mintel, 2004).  MyTravel Airways, formerly Airtours 
International employ over 2,000 people and fly to over 70 destinations around the world.  They 
have bases at 9 regional airports and operate 22 aircraft in the UK alone (see 
http://www.mytravelgroup.com/AniteNextPage.asp?p=PLCAVIATION&s=66568357).  
 
The MyTravel group consists of a number of tour operators including Airtours Holidays, Direct 
Holidays, Cresta and Tradewinds which are distributed through Going Places, Going Places TV, 
LateEscapes.com, Travelworld, Holidayline and MyTravel.com. 
 
The group also operates MyTravelLite, a low-cost airline based at Birmingham International 
Airport.  The airline was launched in August 2002 and scheduled flights operate year round to 
destinations such as Alicante, Barcelona, The Algarve, Malaga, Palma and Tenerife.  Aircraft 
and crew are supplied by My Travel Airways. 
Page 15 of 42    
Approach to Catering 
 
In February 2004 MyTravel signed a unique three year agreement with Alpha Flight Services to 
provide them with the airline’s total UK catering, entrée and bonded store requirements (see 
http://www.alpha-flight-services.com/media_centre.html?fD=2004-2&id=69). 
 
In June 2004, MyTravel Lite began offering its customers the Alpha’s D’Lish menu of nine meals 
and a ‘Funbox’ for children.  These meals are pre-ordered and paid for by customers on Alpha’s 
web-site (after being re-directed from the MyTravelLite website). They are prepared at Alpha’s 
kitchen in Birmingham before being delivered to the flights ready for distribution to passengers.  
Each meal includes a drink (water or orange juice) and they are environmentally packaged and 
individually labelled for the passengers. 
 
 
Figure 4. MyTravel Meal served on route London to Dominican Republic April 2005 – Blue Sky 
service (Source: http://www.airlinemeals.net/indexMeals.html) 
 
 
In November 2004 MyTravel Airways launched Alpha’s Blue Sky service.  This trayless in-flight 
meal service speeds up food delivery and collection time for flight staff as well as giving more 
room for retail and bar products.  The Blue Sky Service won silver in the On Board Service 
category of the Mercury Awards at the 2004 International Travel Catering Association’s Annual 
Conference in Copenhagen (see http://www.alpha-flight-
services.com/media_centre.html?fD=2005-3&id=117). MyTravel have also recently changed 
policy and gone back to providing free meals most flights.  Their website says that meals will 
generally be included on all flights, although on some flights this may only mean a light snack 
(see http://www.mytravel.com/AniteNextPage.asp?p=EXTRAINFO_35222&s=100295118#Flight 
%20Meals). 
 
2.1e Thomas Cook 
The history of Thomas Cook is fairly well-know, from Thomas Cook’s first day excursion from 
Leicester to Loughborough in 1841, to the introduction of both Hotel Vouchers in 1868 and the 
forerunner to travellers cheques in 1874 (see 
http://www.thomascook.com/corporate/press.asp?page=presspack, last accessed 19 May 
2005). As the company has developed and grown over the last 150 years, it has been 
nationalised (in 1948), re-privatised (in 1972) and after the take-over in 2001 by C & N Touristic 
(now re-named Thomas Cook AG), has become the second largest travel group in Europe and 
the third largest in the world. 
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Thomas Cook Airlines is part of Thomas Cook UK and Ireland.  The group employs over 11,000 
people and includes over 620 high street travel agents, 121 bureaux de change, four call 
centres as well as Thomas Cook TV and thomascook.com.  The group has more than ten 
operating brands including Thomas Cook. JMC, Sunset, Club 18-30 and Sunworld Ireland (see 
http://www.thomascookairlines.co.uk/pressoffice.asp#).  Thomas Cook Airlines is the UK’s 
second largest leisure airline and operates with 24 aircraft.  Based in Manchester, Thomas 
Cook Airlines flies year round from seven UK regional airports (Gatwick, Glasgow, Newcastle, 
Birmingham, East Midlands and Stansted) and flies from a further eight more airports during the 
summer months.  Thomas Cook Airlines carry over 2.5 million passengers each year to over 52 
holiday destinations worldwide. 
Approach to Catering 
 
Airline food is not included in the price of holidays but is supplied by LSG Skychefs (see 
http://www.lsg-skychefs.com/lsg/company/en/jsp/company_customers.jsp).  At the time of 
booking, there is an option of selecting an in-flight meal for an additional cost of £10 per adult 
return and £5 per child (under 12 years) return (see http://thomascooknew.custhelp.com/cgi-
bin/thomascooknew.cfg/php/enduser/std_alp.php?p_new_search=&p_sid=k*55DaKh&p_lva=&p
_li=&p_srch=&p_sort_by=&p_gridsort=&p_row_cnt=100&p_page=9).  
 
Thomas Cook offer a range of special dietary meals including vegetarian, vegan, diabetic and 
gluten free meals and ask passengers to give them at least 3 working days notice.  They also 
offer celebratory treats that include champagne (£22 per bottle) and Galaxy Jewels (£5.50 per 
box) as well a children’s package which consists of the Galaxy Jewels and a teddy bear (£12.45 
for both or £6.95 for the teddy). 
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3. Germany 
 
Package holidays remain the largest sector for tour operators in Germany, accounting for more 
than two thirds of sales in 2004.  Package holidays can now also include “module holidays” and 
these account for between 25% and 35% of the package holiday market in Germany 
(Euromonitor, 2005).  Module holidays are self-packaged holidays, where the consumer 
chooses the transportation, accommodation and other elements of the holiday from various 
catalogues or websites, thereby putting together their own holiday package.  Table 5 below 
shows the percentage of types of holiday sold by tour operators from 1999 to 2004.  Over the 
six year period, package holidays have decreased whilst the flight only and cruise sectors have 
both increased.  Flight-only sales have become increasingly important for tour operators and 
charter airlines (for instance Monarch Airlines in the UK) as the boundaries have become 
blurred and as many of the charter airlines now also operate as low-cost carriers (Euromonitor, 
2005).  
% value 
 1999 2000 2001 2002 2003 2004
Package holiday* 68.7 68.1 67.8 66.5 64.4 63.6
Flight only  16.5 16.7 17.0 17.2 19.0 19.5
City break  3.0 3.2 3.5 3.6 3.4 3.2
Cruise  4.3 4.2 4.0 4.9 5.3 5.8
Adventure/trekking holiday  2.5 2.6 2.7 2.5 2.5 2.4
Others* 5.0 5.2 5.0 5.3 5.4 5.5
TOTAL  100.0 100.0 100.0 100.0 100.0 100.0
* Others includes holiday home/chalet operators and some types of coach excursions; package holiday includes 
module-type, self-packaged holidays and fly-drive 
 
Table 5. Tour Operator Sales by Type of Holiday: % Breakdown 1999-2004 (Source: 
Euromonitor, 2005) 
% value 
 1999 2000 2001 2002 2003 2004 
Austria  14.1 14.3 14.1 14.8 13.9 13.4 
France  6.2 6.3 6.3 6.6 6.9 6.8 
Greece  3.8 4.2 3.9 4.0 4.0 4.1 
Hungary  4.2 3.9 3.8 4.1 4.1 4.1 
Italy  12.8 13.6 13.6 13.7 13.3 13.2 
Netherlands  4.4 4.1 3.7 3.9 4.1 4.1 
Portugal  2.1 2.1 1.9 1.8 1.9 1.9 
Spain  17.4 16.0 14.7 14.4 14.3 14.4 
Switzerland  4.9 5.0 4.8 4.8 4.9 4.9 
Turkey  2.0 3.1 4.0 5.0 4.8 4.7 
United Kingdom  4.0 4.0 3.2 3.6 3.8 3.8 
USA  4.1 3.7 2.7 2.4 2.3 2.3 
Note: Data refer to departures for trips of four nights or more and exclude business trips 
 
Table 6. Departures by Destination: % Breakdown 1999-2004 (Source: Euromonitor, 2005)  
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German tourists still enjoy their guaranteed sunshine and so beach holidays are by far the most 
popular package holidays with traditional destinations in Spain and Italy remaining the 
favourites (see Table 6 above).  
 
Air travel in Germany had, more or less, returned to pre-9/11 levels by the end of 2004 (see 
Table 7 below).  A decrease in air traffic numbers in 2001 and 2002 was due mainly to 9/11, the 
second Iraq war and SARS although the market began to recover in late 2003. The returning 
confidence levels of passengers in 2003 and 2004 was also enhanced by the increased 
availability and use of low-cost airlines (including some charter airlines) as well as increased 
competition between tour operators offering package holidays (Euromonitor, 2005).  It is worth 
noting, however, that sales of air package holidays were still significantly down by the end of 
2004 (approximately 6% in value terms) (Euromonitor, 2005). This can be seen in Table 8 when 
looking at the percentage of seats sold to scheduled, charter and budget and low-cost 
passengers. 
% value 
 1999 2000 2001 2002 2003 2004
Air  46.0 49.0 47.0 45.0 44.0 45.0
Land  50.0 46.8 49.1 50.9 51.9 51.1
Rail  3.2 3.3 3.0 3.1 3.0 2.8
Sea  0.9 0.9 0.9 1.0 1.0 1.0
Departures by mode of 
transport  
100.0 100.0 100.0 100.0 100.0 100.0
Note: Data refer to departures for trips of four nights or more and exclude business trips 
 
Table 7. Departures by Mode of Transport: % Breakdown 1999-2004 (Source: Euromonitor, 
2005) 
% seats sold 
 1999 2000 2001 2002 2003 2004
Schedule  82.0 84.0 86.0 87.0 89.0 88.0
Charter  83.0 84.0 80.0 73.0 70.0 71.0
Budget  70.0 72.0 73.0 75.0 74.0 72.0
 
Table 8. Airline Utilisation by Type: % Breakdown 1999-2004 (Source: Euromonitor, 2005) 
 
3.1 The Main German Charter Airlines 
3.1a Aero Lloyd 
Until 2003, Aero Lloyd was a major charter carrier and was not linked to any of the large 
German tourism concerns. In 2003, Aero Lloyd carried 3.5 million passengers. However, Aero 
Lloyd became defunct in 2003 and Air Berlin, Hapag Lloyd and LTU were among the main 
winners of former Aero Lloyd passengers in 2004 (Euromonitor, 2005).  
3.1b Hapag Lloyd 
Hapag Lloyd was founded in 1972 and is now owned by TUI Deutschland GmbH, which is a 
100% subsidiary of TUI AG (who also own the UK’s Thomson Group). Hapag Lloyd fly to over 
39 destinations in nine countries including the Mediterranean, the Canary islands and the 
southern Atlantic coast. They fly from 21 regional airports and operate approximately 550 flights 
a week in the summer months 
(http://www.hapagfly.com/westsite/content/unternehmen/eng_001032.html).   
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In 2003, TUI was number two in the German travel agency market behind Rewe, with a turnover 
of some €4.1 billion.  In Germany, TUI has a presence with two airlines, Hapag Lloyd and HLX.  
Hapag Lloyd is the company’s charter airline and has a fleet of 35 aircraft.  HLX, launched in 
2002, now with a fleet of 15 aircraft, is a low-cost carrier although in 2004 the two airlines began 
closer cooperation and TUI used HLX for some of its holiday flights (Euromonitor, 2005).  It is 
also worth noting that TUI and (low-cost airline) Air Berlin agreed, in July 2004, to intensify their 
co-operation, in a bid to respond to the competitive challenge from foreign low-cost carriers 
such as Ryanair and Easyjet (Euromonitor, 2005). 
Approach to Catering 
 
There is little information about Hapag Lloyd’s food offering on board. They do offer special 
meals that have to be ordered in advance but there is little information on their website about 
what special meals they offer, or the lead time they need to prepare these (see 
http://www.hapagfly.com/westsite/content/unternehmen/eng_001166.html). HLX offer a buy on 
board service on their flights. 
 
 
Figure 4 (left). Hapag Lloyd Breakfast served on 
route Hanover to Mallorca, April 2004 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
 
  
 
 
 
 
 
 
 
 
Figure 5 (right). Hapag Lloyd meal served on route 
Fuerteventura to Munich, May 2004 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
 
 
3.1c Thomas Cook/Condor 
Thomas Cook emerged in its current form in 2001 when the British company Thomas Cook was 
taken over by C& N Touristik AG which then decided to adopt the Thomas Cook name for its 
global business (see Euromonitor, 2005).  In 2003, 46% of the company’s turnover came from 
Germany, 31% from the UK and 20% from other western markets. The company consists of 33 
tour operator brands and 3,600 travel agencies including the Thomas Cook, Neckermann 
(formerly Air Marin) and Condor brands. 
 
In 2002, the company’s airline was rebranded. The airline’s name, Condor, was changed to 
Thomas Cook Airlines, Powered by Condor.  Due to the negative impact this had on business in 
2003, the name Condor was reinstated in April 2004 and Condor was re-launched as a budget 
airline. However, not only does Condor now have a greater focus on ticket-only sales, it is also 
being used as the charter airline for the Thomas Cook tour operator brands and so, in the 2004 
winter brochures, almost 70% of the company’s flights were carried out by Condor 
(Euromonitor, 2005). 
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Approach to Catering 
 
From June 2004, Condor offered all passengers on their flights an on-board meal.  The airline 
also offers snacks for sale in addition to the regular on-board service for a price of maximum 
€1.50 per item (with a choice of six different savoury and sweet options).  They also offer 
special meals including vegetarian, Muslim, diabetic and Kosher meals at no extra cost 
provided they are given at least 48 hours notice. Condo now offer:- 
 
Flights up to 2:30 hours 
A choice of two different sandwiches and dependent on the time of day, a dessert. 
Flights between 2:30 hours and 4:00 hours 
A choice of two different sandwiches and dependent on the time of day, a dessert as 
well as a separate cake service. 
Flight over 4:00 hours 
Breakfast or a warm lunch/dinner with a selection of two main courses followed by a 
cake service. 
Flights over 5:30 hours 
A warm lunch/dinner with a selection of main courses and depending on the flight 
duration and local arrival time, a second warm meal. 
(see http://www2.condor.com/tcf/us/onboard_foodanddrinks.html). 
 
 
 
 
Figure 6 (left). Condor 
Sandwich served on route 
Mallorca to Dusseldorf, 
December 2004 (Source: 
http://www.airlinemeals.net/ind
exMeals.html) 
 
 
 
 
 
 
 
 
 
 
 
Figure 7 (right). Condor meal served on 
route Gran Canaria to Frankfurt, April 
2005 (Source: 
http://www.airlinemeals.net/indexMeals.
html) 
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3.1d LTU 
LTU are one of the largest German holiday airlines and annually carry over 5.9 million 
passengers to over 70 airports worldwide on its fleet of 24 planes (see http://www.ltu.de/).  LTU 
does operate as a charter service on behalf of many of the large German tour operators but 
more than 98% of its flights now operate as scheduled services. 
 
Founded in 1955, LTU was the first charter airline to establish Mallorca as a regular holiday 
destination for the German market.  By 1973, LTU was carrying up to 770,000 charter 
passengers a year and in 1988, they opened their own catering firm and subsidiary at 
Dusseldorf airport (see http://www.ltu.de/index.html?SiteID=4010000&LangID=2). In 2000, 
Rewe Touristik, one of Germany’s ‘big three’ in the tourism market, invested in the airline and 
now holds 40% of the shares and in 2005, LTU are celebrating their 50th Anniversary with 
numerous events throughout Germany. 
Approach to Catering 
 
LTU serve either hot or cold meals depending upon the departure time and length of the flight.  
On long distance flights, they offer a choice of two meals and also provide free hot and cold 
non-alcoholic drinks throughout their flights.  They offer a range of special meals including 
diabetic, vegetarian, gluten, lactose free, vegan meals and special children’s meals on long 
flights.  All special meals have to be requested at least four days prior to departure by 
contacting LTU’s service centre. 
 
Figure 8 LTU’s  
Meal on route Monastir to Dusseldorf,  
March 2005 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
 
 
 
 
 
 
 
 
 
3.1e Air Berlin 
According to Euromonitor (2005), Air Berlin was the most dynamic company in absolute terms 
in 2003, strengthening its position as Germany’s second largest airline behind Lufthansa. Air 
Berlin’s business model relies on operating both as a holiday charter carrier, as well as a low-
cost airline, for example with its City Shuttle services. 
 
Founded in 1979, Air Berlin now has a fleet of 46 aircraft and expect to fly 13.8 million 
passengers in 2005 (see http://www.airberlin.com/site/index.php?LANG=eng).  They fly to over 
48 European destinations out of 17 regional airports and were the first German charter airline to 
fly from ‘fringe’ airports such as Münster and Dresden. 
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Approach to Catering 
 
Air Berlin offer either hot or cold meals depending on the time of day and the duration of the 
flight.  If the flight is over 3:30 hours, there will be a choice of two menus. 
 
 
Figure 9 (right). Air Berlin sandwich on route 
Vienna to Dusseldorf, January 2005 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
 
 
 
Figure 10 (below). Air Berlin sandwich on route 
Berlin to Vienna, March 2005 (Source:  
http://www.airlinemeals.net/indexMeals.html) 
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4. Scandinavia and Benelux
 
Many of the charter airlines that operate in the Scandinavia and Benelux regions, as with the 
Germany and UK markets, are subsidiaries of larger companies, such as TUI AG and Thomas 
Cook AG.  As such, and as this area represents a smaller (though still important) market for 
these companies and their charter airlines, there is less information available on the airlines 
themselves and their on-board service offerings. 
 
The charter market for this area, like the markets in Germany and England has seen a period of 
relatively slow to no growth over the last few years.  As Table 9 below illustrates, whilst the 
number of flights to traditional southern European destinations such as Spain and Portugal has 
continued to rise, even if only slightly, other destinations, such as Greece and Turkey have 
fallen quite dramatically.  This will in part be due to changes in destinations as package holiday 
destinations expand to include the Caribbean and Florida for example.  However, it may also be 
indicative of changes in holiday taking. Belgium, for example, has seen an increase in the use 
of car transport (see Table 11 below) and even trains for holiday makers as a result of terrorist 
attacks, the Iraq wars, the SARS epidemic and the bankruptcy of SABENA, Belgium’s national 
carrier (see Euromonitor, 2004c).  Other Scandinavian countries will have experienced similar 
changes in holiday patterns and this then has a knock-on effect for the package tour – and 
charter airline – operators.  As with many of the UK charter airlines, many of the Scandinavian 
and Benelux charter airlines also offer flight-only tickets and MyTravel and Britannia also both 
also operate as low-cost carriers. 
 
 Spain, Canaries and Portugal Greece and Turkey 
2003 11,421 +1.1% 6,958 -17.3% 
2002 11,296 +5.8% 8,414 +0.5% 
2001 10,676  8,370  
 
Table 9. Flights operated by Danish, Finnish, Norwegian and Swedish IACA carriers to 
Southern European Destinations 2001-2003 (Source: International Air Carrier Association 
website, http://www.iaca.be/index.cfm?E98C2A6C-65B8-CEEE-A7A6-E98CB1DEC826). 
 
The Danish market has seen an increase in air travel over the last few years and this, again, is 
mainly due to the success of low-cost carriers (see Table 10). 
 
 1999 2000 2001 2002 2003
Air  38.6 38.7 38.8 52.2 52.2
Land  25.5 28.3 29.0 41.5 40.7
Rail  9.0 9.0 9.1 3.2 3.9
Sea  26.9 24.0 23.1 3.1 3.2
Departures by mode of transport  100.0 100.0 100.0 100.0 100.0
Source: Danmarks Statistik 
 
Table 10. Denmark Departures by Mode of transport: % Breakdown 1999-2003 (Source: 
Euromonitor, 2004b). 
 
Unlike Denmark, Belgium has seen a decrease in air traffic departures since the late 1990s. 
This figure looks like it may be rising again slightly due to the increasing success of low-cost 
airlines.  Belgians however, because of their central European location and easy drivable 
access to many European holiday destinations, such as the French Riviera, northern Spain, 
northern Italy, Austria, Germany and Switzerland, still prefer the car as a mode of transport (see 
Table 11). 
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% 
 1999 2000 2001 2002 2003
Air  34.0 35.0 34.4 31.5 31.1
Land  59.2 58.0 58.1 61.1 61.6
Rail  5.8 6.0 6.6 6.5 6.4
Sea  1.0 1.0 0.9 0.9 0.9
Departures by mode of transport  100.0 100.0 100.0 100.0 100.0
Source: National Institute of Statistics, Euromonitor 
 
Table 11. Belgium Departures by Mode of Transport: % Breakdown 1999-2003 (Source: 
Euromonitor, 2004c).  
 
4.1 The Main Scandinavian and Benelux Charter Airlines 
4.1a Martinair 
Martinair was established as a charter airline in the Netherlands in 1958 by Martin Schröder. At 
the time, they had one aircraft and a workforce of five.  The airline’s first destination abroad was 
Palma de Mallorca and the onboard catering consisted of a flask of coffee and some 
homemade sandwiches (see http://www.martinair.com/). Martinair now serves over 90 
destinations worldwide with both charter and scheduled flights.  They transport just over 2 
million passengers every year to popular holiday destinations through Europe and also have 
intercontinental charter and scheduled services to such far-away destinations as Florida, 
Central American, the Caribbean and the Far East. 
 
Martinair were awarded the Veer (Feather) Award as Best Charter Company in 2004 for The 
Netherlands by Dutch travel agents through the magazine Reisrevue. 
Approach to Catering 
 
Martinair serve a meal or snack on all their flights and on transatlantic routes provide two hot 
meals or a hot meal and breakfast depending on the time of day. Martinair have their own 
catering facilities (Marfo) located in Lelystad and can produce up to 20,000 meals a day for 
Martinair and their other airline clients.   
 
 
 
 
Figure 11 Martinair Box meal served on route 
Amsterdam to Faro, Portugal, January 2005 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
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Martinair offer 16 different meal options for special meals and diets and ask that they are pre-
ordered at least 72 hours before flight departure. These meals include vegetarian (both Asian 
and Western), low calories, low cholesterol, low salt, extra fibre, lactose free, gluten free, Hindu, 
Kosher and diabetic meals.  They also offer a champagne treat at a cost of €29 (approx. £20) 
per bottle although this has to be ordered and paid for at least five days before departure. 
 
4.1b MyTravel Air 
MyTravel Scandinavia is the Northern European in-house airline of the MyTravel Group and 
flies passengers who book with companies such as Always and Globetrotter.  
 
 
 
Figure 12 (left). MyTravel meal served on route 
Gran Canaria to Stockholm, April 2004 (Source: 
http://www.airlinemeals.net/indexMeals.html) 
 
 
 
 
 
 
 
 
 
 
 
Figure 13 (right). MyTravel meal served on route 
Gran Canaria to Helsinki, January 2004 (Source: 
http://www.airlinemeals.net/indexMeals.html). 
 
4.1c Britannia Nordic 
The Scandinavian charter airline for TUI AG is Britannia Airlines. With a fleet of five airplanes, 
Britannia Nordic flies from ten Scandinavian airports to destinations in southern Europe 
including the Canary Islands, Greece and Italy.
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5. Other Charter Airlines
 
This section looks at two other charter airlines.  Excel are included here as although they carry 
substantially less passenger numbers than many of their UK competitors, their growth rate over 
the last few years has been much higher than these same competitors. 
 
Air Transat are included as an example of a charter airline that successfully operates both 
within and outside of Europe.  Air Transat is a Canadian based charter airline with a history of 
charter flights to Europe and southern North American destinations.  They also have a 
reputation for providing an alternative source of cheap flight-only tickets from Europe to 
destinations in North America.   
5.1a Excel Airways 
Excel is one of the UK’s newer charter airlines and provides mainly short-haul services to 
European and Middle Eastern leisure destinations from its three UK bases, London Gatwick, 
Manchester and Glasgow (see http://www.xl.com/About_Us/Corporate_Network.asp). Excel 
have a fleet of fourteen aircraft and were recently voted ‘World’s Leading Charter Airline’ by the 
World Travel Awards, held in Barbados in December 2004.  This follows on from Excel being 
awarded ‘Best Charter Airline’ by the Daily Telegraph in October 2004. 
 
Excel first appeared in the CAA statistics for International and Domestic Charter Operations in 
2001 and although in 2004, they carried just over two million passengers a year, they are now 
the 6th biggest charter airline in the UK (see Table 11 below, also see Table 2 for a comparison 
with the UK’s top 5 charter airlines). 
 
 2001 2002 2003 2004 
Excel 1,070,928 1,445,658 1,863,490 2,317,896 
 
Table 12. Excel Airways: Number of Passengers Uplifted 2001- 2004 (Source: www.caa.co.uk, 
UK Airline Statistics, Annual Reports 1997-2004, Monthly Reports 2004: International and 
Domestic Charter Operations) 
 
What is worth noting is Excel’s increase in passenger numbers.  January 2005 saw over a 25% 
increase in passenger numbers compared to 2004 and February saw a 13% growth over the 
same period (see Appendix 2). 
Approach to Catering 
 
Excel offer meals on their flights for an extra cost.  Standard meals cost £5 for a one-way flight 
and £10 for a return flight.  They offer special meals for children for the same cost.  They also 
offer special meals including vegetarian, vegan, diabetic, gluten free, lactose free, Kosher, 
Hindu, and Nut free meals.  Again, these are charged at £5 for one way and £10 for a return 
flight.  Passengers can also order bottles of champagne for a cost of £20 per bottle and boxes 
of chocolates for £10 per box.  These items are all available to order on their web-site 
(https://secure.xl.com/preflight.asp) up to three months in advance of flights.  However, they do 
say they are unable to ‘action’ any requests made within five days of the departure date. 
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Figure 14. Excel meal served on route Hurgadha to 
Gatwick, July 2004 (Source: 
http://www.airlinemeals.net/indexMeals.html). 
 
 
 
 
 
 
 
 
5.1b Air Transat 
Air Transat are a wholly owned subsidiary of Transat A.T. Inc, an organisation comprising of 
tour operators based in Canada and France. The company was founded in 1987 when the tour 
operator Trafic Voyages started its own airline, Air Transat (see http://www.transat.com/en/ 
about/4.2.our.history.asp) . Carrying more than 2.5 million passengers per annum, Air Transat is 
Canada’s largest charter airline and specialises in flight from several Canadian and European 
destinations to holiday destinations in southern North America during the winter months and to 
European destinations during the summer months.  The airline has a fleet of 14 aircraft serving 
90 destinations in over 25 countries (see http://www.airtransat.com/ 
en/7_1.asp). 
Approach to Catering 
 
Air Transat provide free non-alcoholic drinks to all destinations as well as offering a selection of 
snacks and alcoholic beverages for sale on all flights.  On flights from Canada to southern 
destinations (i.e. Mexico, Cuba and the Dominican Republic) and Florida, passengers receive a 
meal and on flights to and from Europe passengers receive a hot meal and a breakfast or snack 
depending on the time of day. 
 
Air Transat also offer complimentary special meals including diabetic, gluten free, low calorie, 
low fat/low cholesterol, low sodium, lactose free, Asian vegetarian, vegetarian with dairy 
products, vegetarian without dairy products, Kosher, Hindu, Muslim and children’s meals.  They 
request that all special meals are ordered at least 72 hours in advance of departure through 
their Information and Seat selection centres. 
 
 
Figure 15. Air Transat meal served on route 
Glasgow to Vancouver, September 2004 
(Source: 
http://www.airlinemeals.net/indexMeals.html). 
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Figure 16. Air Transat Breakfast served on route 
Vancouver to Cancun, Mexico, December 2004 
(Source: 
http://www.airlinemeals.net/indexMeals.html). 
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6. Conclusions
 
The low cost of flights on charter airlines, whether purchased as part of a package holiday or as 
a flight-only deal, has led to a general belief that the service provided on and by charter airlines 
will suffer (see for instance, http://www.wisegeek.com/what-is-a-charter-flight.htm).  Whilst this 
is by no means absolute or proven, surveys such as those conducted by Holiday Which? do not 
help the reputations of charter airlines as in both 2003 and 2004, the charter airlines 
‘languish[ed] at the foot of the tables’ (Anon, 2005, see also Appendix 3). 
 
However, the continued success of low-cost carriers, recent events around the world, including 
acts of terrorism, the SARS epidemic, the Iraq war and escalating oil prices (and so transport 
costs) and changing trends amongst holiday makers are all also having effects on the traditional 
charter airlines.  Many of the charter airlines have already begun to find ways of diversifying, 
adapting and succeeding in this fast-paced, fast-changing business environment, for instance 
by adopting low-cost carrier business models. Monarch in the UK, for example, greatly 
expanded their scheduled services in the wake of September 11th as their charter business 
decreased as tour companies such as Thomas Cook and Thomson’s supported their own 
airlines and tended not to renew contracts with third party airlines.  This policy of expansion has 
led to Monarch’s operations now being shared almost 50/50 between charter and scheduled 
flights and has been a calculated risk as they have once again begun to expand their fleet.   
 
The real challenge, however, will be to continue to succeed over the longer term.  In a recent 
article, the ATW reported that it is expects that only two or three of the low-cost carriers will hold 
their own in the long term in the European market (see ATW, 2005).  As charter airlines and low 
cost carriers compete for the holiday makers, low-cost carriers are also competing with the 
scheduled carriers for the business travellers and all three are competing for the growing 
independent holidaymaker market. 
 
6.1 The UK 
 
In the UK, the charter market is seeing a change in package holiday destinations.  This change 
is moving away from the more traditional short-haul destinations such as Spain and the 
Mediterranean to more exotic destinations.  The package holiday market is beginning to see an 
increase in destinations to both medium-haul (countries such as Bulgaria, Croatia, Cyprus, 
Greece, Turkey, Egypt, Gambia, Malta, Morocco, Tunisia and Israel) and long-haul destinations. 
 
The MyTravel Group predicted that for winter season, 04/05, they would see a marked growth in 
both the medium haul and long-haul markets whilst the short-haul market would see a decline 
(see Table 13 below). 
 
Destinations from UK 
(% of total capacity) 
Winter 04/05 Winter 03/04 % change year on 
year 
Short haul 30% 35% -14% 
Medium haul 54% 52% 4% 
Long haul 16% 13% 23% 
 
Table 13 Change in year on year percentage for short, medium and long haul destinations 
(Source: 
http://www.mytravelgroup.com/AniteNextPage.asp?p=PLCNEWSARTICLE_43568&s=6649836
5, last accessed 12 July 2005).  
 
Page 30 of 42    
6.2 Germany 
 
In Germany, they believe that there will be continued demand for air transport (see Euromonitor, 
2005). One of the reasons for this is that recent levels of consumer confidence was judged as 
being so low that it could only get better. Also, the continued growth and success of low-cost 
airlines is expected to encourage a continued growth in the market.  
 
However, increasing fuel prices could somewhat limit this forecast growth and again, industry 
sources expect to see consolidation amongst low cost airlines, which would increase the 
competition among the remaining charter, low cost and scheduled airlines (see Euromonitor, 
2005). Meanwhile, for charter airlines, there is a trend towards consumers turning their back on 
tour operator packages and booking ‘module’ holidays directly through the internet with, for 
example, low-cost airlines. Charter airlines such as Condor are trying to position themselves as 
a low-cost “leisure” carrier, whilst maintaining their charter business. How much, by putting 
themselves in direct competition with other low-cost carriers are they going to lose in terms of 
the package holiday business as a result? 
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7. Glossary of Terms 
 
All Inclusive Holiday 
An all-inclusive holiday is usually a package holiday that includes a variety of holiday needs for 
one price.  Cruises, for example, are often one type of an all-inclusive holiday.  The most 
inclusive of all-inclusive holidays will include the flight, accommodation, meals, entertainment, 
recreational opportunities and sometimes even a rental car. 
 
There are varying degrees of all inclusive.  Some places or resorts may include everything on 
site but require the holiday maker to pay extra for anything off site i.e. transportation to/from the 
resort or recreational activities the resort does not actually offer (i.e. scuba diving, horse riding 
etc). The level of all-inclusiveness often depends on the amount the holiday costs, although as 
these types of holiday become more popular, so competition between suppliers and tour 
operators often means that all-inclusive ‘bargains’ can be found. 
 
For more information see 
http://www.wisegeek.com/what-are-all-inclusive-vacations.htm 
 
Charter Airline 
A charter airline is an airline that operates flights that take place of outside normal schedules by 
a hiring arrangement with a particular customer.  In the context of package tourism, charter 
flights have the sole function of transporting holiday makers to tourist destinations.  This is in 
contrast to scheduled flights, although most charter flights do, in fact, operate to a regular and 
published timetable.  However, tickets are not sold directly to passengers but through holiday 
companies and tour operators/travel agents who have either chartered the flight, or in many 
cases within Europe, own a charter airline that specifically caters for their package holiday 
customers. 
 
Charter flights, at one time, were legally sold as part of a package holiday but this is no longer 
the case and flight-only packages can often now be purchased at prices far less than regular 
scheduled airlines.  Charter airlines often operate on routes and to airports where there is no, or 
a limited, schedules service, for instance, much of the air traffic through small and medium 
sized airports in the UK consists of charter flights. 
 
It is the aim of charter airlines to aim to operate on near 100% occupancy as this ensures their 
economic success.  Although this could suggest that charter airlines may provide a lesser 
service than scheduled airlines, many charter airlines are targeting this area as a way to 
differentiate their product.  However, a recent Holiday Which? survey suggested that charter 
airlines have a long way to go in terms of leg room, seat comfort and onboard food offerings. 
 
For more information see 
http://en.wikipedia.org/wiki/Charter_airlines 
http://www.wisegeek.com/what-is-a-charter-flight.htm 
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Leisure Travel 
Travel undertaken for pleasure purposes as opposed to business travel. 
 
Low Cost Airlines 
A low cost airline or carrier (sometimes also know as a no-frills or budget airline) is an airline 
that offers very low fares to passengers.  These airlines often eliminate most traditional 
passenger services (including blankets, pillows, free drinks and meals) and generally only have 
a single passenger class and unreserved seating.  Instead, they replace free food and drink with 
buy-on-board concepts with the aim of increasing revenue.  
 
Low cost carriers often try to use a single type of aircraft in order to reduce training and 
servicing costs (for instance, South West Airlines operates only with Boeing 737 aircraft).  They 
often try to fly to cheaper, less congested secondary airports to avoid air traffic delays and to 
take advantage of lower landing fees. They often specialise in short flights which allow fast 
turnaround times and so allows the maximum utilization of airplanes and they promote ticket 
sales directly, especially through the internet, to avoid fees and commissions paid to traditional 
travel agents. 
 
For more information see:- 
http://en.wikipedia.org/wiki/Budget_airline 
 
Package Holiday 
A package holiday or package tour is defined as the simultaneous sale of at least two elements 
of a holiday to a traveller: fares on public transport (e.g. flights) and commercial accommodation 
(e.g. hotel or self-catering accommodation) (see Mintel, 2005a: 4) usually by a tour operator. 
Other services, such as car hire or outings during the holiday may also be provided.  
 
For more information see:- 
http://en.wikipedia.org/wiki/Package_holiday 
 
Scheduled Airlines 
Scheduled airlines provide flights that leave at regular intervals with tickets being purchased up 
to the day of departure by the general public. Scheduled flights are timetabled and are usually 
sold through either travel agents or the individual airlines.  Unlike charter airlines who often 
discount tickets closer to departure dates, scheduled airlines can charge a premium price for 
tickets purchased a few days before departure as they are secure in the knowledge that the 
seats will continue to fill up until the last minute.  Scheduled airlines generally only provide 
flights although, through websites and other outlets, they may work with partner organisations to 
offer discounts on other parts of the holiday supply chain, such as accommodation or car hire. 
 
For more information see:- 
http://www.wisegeek.com/what-is-a-charter-flight.htm 
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Appendix 1: Monarch Destinations and Tour Operators 
Served
 
Monarch Charter Destination Countries with details of Airports in the UK and Tour Operators 
who use Monarch to these destinations (all information available from Monarch’s website, 
http://www.flymonarch.com). 
 
Country of destination Departure airports Tour operators 
Barbados ( 1 x destination) London Gatwick P & O Cruises 
Cuba (2 x destinations) London Gatwick 
Manchester 
Thomas Cook 
Thomas Cook 
Dominican Republic 
(1 x destination) 
Dublin 
London Gatwick 
Sunworld  
Avro 
Cosmos 
The Holiday Place 
Mexico (1 x destination) London Gatwick 
 
 
 
 
Manchester 
Avro 
Cosmos 
Kuoni Travel Limited 
Olympic/Odyssey 
The Holiday Place 
Avro 
Cosmos 
Kuoni Travel Limited 
Olympic/Odyssey 
The Holiday Place 
Egypt (3 x destinations) London Gatwick 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Manchester 
Argo Tours 
Avro 
Best at Travel 
Cosmos 
Cruise Control 
Discover Egypt 
Explorers Travel 
First Choice 
Islands in the Sun 
Jewel in the Crown 
Kuoni Travel Limited 
Lastminute.com 
Libra Holidays 
Longwood Holidays 
Mosaic Holidays 
My Travel 
Peltours 
Saga Tours 
Somak Holidays 
Sportif International 
The Holiday UK Group Limited 
Titan Hi-Tours 
Voyages Jules Verne 
Avro 
Cosmos 
Cruise Control 
Discover Egypt 
Kuoni Travel Limited 
Libra Holidays 
Longwood Holidays 
My Travel 
Somak Holidays 
Voyages Jules Verne 
Gambia (1 x destination) London Gatwick Cosmos 
Gambia Experience 
Olympic/Odyssey 
TUI UK 
Ghana (1 x destination) London Gatwick Startrek Tours 
India (1 x destination) London Gatwick 
 
 
 
 
 
 
 
 
 
Best at Travel 
Cosmos 
Czech it out 
Hac Enterprises 
Jewel in the Crown 
Kuoni Travel Limited 
Olympic/Odyssey 
Saldanha Holidays 
Somak Holidays 
Take Flight Travel 
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Manchester 
Thomas Cook 
Travelpack Marketing and Leisure 
Services 
Best at Travel 
Cosmos 
Czech it out 
Hac Enterprises 
Jewel in the Crown 
Olympic/Odyssey 
Saldanha Holidays 
Somak Holidays 
Take Flight Travel 
Thomas Cook 
Travelpack Marketing and Leisure 
Services 
TUI UK 
Kenya (1 x destination) London Gatwick Avro 
Cosmos 
Kuoni Travel Limited 
Somak Holidays 
Maldives (1 x destination) London Gatwick 
 
 
 
Manchester 
Cosmos 
First Choice 
Kuoni Travel Limited 
My Travel  
Thomas Cook 
First Choice 
My Travel 
Thomas Cook 
USA (2 x destinations) Belfast 
Glasgow 
 
 
London Gatwick 
 
Manchester 
Newcastle 
My Travel 
Avro 
Cosmos 
Thomas Cook 
Avro 
Cosmos 
Thomas Cook 
My Travel 
Canada (1 x destination) London Gatwick Inghams 
Finland (1 x destination) Birmingham 
London Gatwick 
 
Manchester 
Cosmos 
Cosmos 
Inghams 
Cosmos 
France ( 3 x destinations) London Gatwick 
 
 
 
Manchester 
Holiday Options 
Inghams 
Ski Plan 
SkiWorld 
Ski Plan 
Austria (2 x destinations) London Gatwick 
 
Manchester 
Inghams 
Ski World 
Inghams 
Switzerland ( 1 x destination) Birmingham 
London Gatwick 
 
 
London Stansted 
Manchester 
Inghams 
Erna Low 
Inghams 
SkiWorld 
Inghams 
Inghams 
Portugal (2 x destinations) Birmingham 
 
Dublin 
Edinburgh 
 
 
London Gatwick 
 
 
 
 
 
 
Manchester 
 
 
 
Newcastle 
Avro 
Cosmos 
My Travel 
Avro 
Cosmos 
My Travel 
Avro 
Cosmos 
My Travel 
Specialist Holiday Company 
Sunterra Holidays 
Avro 
Cosmos 
James Villa Holidays 
My Travel 
Avro 
Cosmos 
My Travel 
Spain (including the Balearic and 
Canary Islands – 14 destinations) 
Belfast 
 
Birmingham 
My Travel 
Teletickets 
Avro 
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Dublin 
Edinburgh 
 
 
Glasgow 
 
 
Liverpool 
London Gatwick 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
London Luton 
 
 
 
 
 
Manchester 
 
 
 
 
 
 
 
 
 
 
 
Newcastle 
Celtic Line Travel 
Cosmos 
First Choice 
James Villa Holidays 
My Travel 
Ocean Club Holidays 
Style 
Tarleton Travel 
Whitehall Leisure 
My Travel 
Avro 
Cosmos 
My Travel 
Avro 
Cosmos 
My Travel 
My Travel 
All Leisure 
Avro 
Cosmos 
DHG Aviation 
First Choice 
Islands in the Sun 
James Villa Holidays 
Man Around 
My Travel Style 
Ocean Club Holidays 
Respect Holidays 
Specialist Holiday Company 
Sunterra Holidays 
Tarleton Travel 
Teletickets 
Whitehall Leisure 
Avro 
Cosmos 
First Choice 
My Travel 
Style 
Thomas Cook 
Avro 
Cosmos 
DHG Aviation 
First Choice 
Islands in the Sun 
James Villa Holidays 
Man Around 
Miss Ellies Travel 
Ocean Club Holidays 
Sunterra Holidays 
Tarleton Travel 
Thomas Cook 
Whitehall Leisure 
My Travel 
Italy (3 x destinations) London Gatwick 
 
 
 
 
 
 
 
 
Manchester 
Avro 
Cosmos 
Equity Total Travel Limited 
First Choice 
Inghams 
Lai Travel 
My Travel 
Riviera Tours 
Thomas Cook 
Avro 
Cosmas 
My Travel 
Shearings Travel 
Riviera Tours 
TUI UK 
 
Table 14. Monarch Airlines Destinations, Airports and Tour Operators (Source: 
www.flymonarch.com). 
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Appendix 2. Monarch’s Scheduled In-flight Menu (Buy-on-
Board) August – October 2005. 
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Appendix 3. Charter Airlines Passenger Numbers Jan-March 
2005 and Percentage change to same period 2004. 
 
Passenger 
Numbers 
Britannia/ 
ThomsonFly 
Excel First Choice Monarch MyTravel Thomas 
Cook 
January 
2004 
 
408,610 56,373 278,434 162,567
 
245,415 220,532
January 
2005 
 
436,906 70,835 267,601 170,926
 
171,774 214,757
% Change 6.92% 25.65% -3.89% 5.14% -30.01% 1.65%
February 
2004 
 
405,167 60,744 287,001 156,606
 
266,759 214,757
February 
2005 
 
10,256 68,641 270,154 159,282
 
170,942 220,605
% Change 1.26% 13.00% -5.87% 1.71% -35.92% 2.72%
March  
2004 
 
441,500 70,837 279,842 154,481
 
311,280 228,014
March  
2005 
 
486,809 87,287 314492 189,541
 
212,575 262,266
% Change 10.26% 23.22% 12.38% 22.70% -31.71% 15.02%
 
Table 15. Passenger numbers and year on year percentage change Jan/Feb/Mar 2004 and 
2005 (Source: www.caa.co.uk, UK Airline Statistics, Monthly Reports 2004 and 2005: 
International and Domestic Charter Operations) 
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Appendix 4. Extract from Holiday Which? Airline Survey 2005  
Recommend Type of 
Airline 
Airline Sample 
Size 
% of sample 
would 
recommend 
Value for 
money 
Catering 
? S Singapore Airlines 160 82 ? ? 
? C Palmair  55 78 ? ? 
? N Jet2.com  141 71 ? ? 
? S Emirates  167 71 ? ? 
 
? S Malaysia Airlines  116 65 ? ? 
? S Virgin Atlantic  555 60 ? ? 
? S Thai Airways 
International  
61 59 ? ? 
? S Air New Zealand  78 56 ? ? 
? N Easyjet  1,729 51 ? ? 
? N Flybe  395 48 ? ? 
? S Cathay Pacific 
Airways  
33 48 ? ? 
? S Monarch 
Scheduled  
179 46 ? ? 
? N Bmibaby  360 42 ? ? 
? S Austrian Airlines  66 42 ? ? 
 
? S Czech Airlines  92 40 ? ? 
? N Ryanair  1,090 40 ? ? 
? S Aer Lingus  103 39 ? ? 
? S Swiss  114 35 ? ? 
? S Qantas Airways  121 35 ? ? 
? S Air Canada  258 35 ? ? 
? C Air Transat  56 34 ? ? 
? S GB Airways  166 34 ? ? 
? S BMI  488 34 ? ? 
? S Cyprus 
Airways/Hellas 
Jet  
93 34 ? ? 
? N Thomsonfly  186 34 ? ? 
? S SAS  126 33 ? ? 
? S United Airlines  151 33 ? ? 
? S SriLankan Airlines 67 33 ? ? 
? S Air Malta  203 32 ? ? 
? N MyTravelLite  128 32 ? ? 
? S Finnair  37 32 ? ? 
? S British Airways  3,166 31 ? ? 
? S Croatia Airlines  70 30 ? ? 
? S American Airlines  286 29 ? ? 
? S KLM  308 29 ? ? 
? S Continental 
Airlines  
113 28 ? ? 
? S Delta Air Lines  64 28 ? ? 
? S Lufthansa  163 26 ? ? 
? C Excel Airways  498 26 ? ? 
? S South African 
Airways  
126 26 ? ? 
 
? S US Airways  51 22 ? ? 
? C Monarch Airlines 691 21 ? ? 
? C Britannia 
Airways  
1,508 20 ? ? 
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Recommend Type of 
Airline 
Airline Sample 
Size 
% of sample 
would 
recommend 
Value for 
money 
Catering 
? C Spanair  78 19 ? ? 
? C Air Europa  67 19 ? ? 
? S Air France  156 18 ? ? 
? S TAP Air Portugal  119 17 ? ? 
? S Icelandair  71 17 ? ? 
? S Turkish Airlines  42 17 ? ? 
 
? S Olympic Airlines  62 16 ? ? 
? C Thomas Cook 
Airlines 
715 15 ? ? 
? S Alitalia  122 14 ? ? 
? C Air Scandic  32 13 N/A N/A 
? S Egypt Air  43 12 ? ? 
? C First Choice 
Airways 
837 12 ? ? 
? C MyTravel 
Airways  
667 12 ? ? 
? S Iberia  195 10 ? ? 
? S Cyprus Turkish 
Airlines 
54 7 ? ? 
 
Key 
 
? Best 
? 
?    ? 
? 
? Worst 
 
C = Charter Airline 
N = No-frills (low-cost) Airline 
S = Scheduled (full-service) Airline 
 
 
Table 16. Extract from Holiday Which? Airline Survey 2005 (Source: 
http://www.which.net/holidaywatch/airline-survey05/which-airline05.pdf). 
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Websites Used 
 
http://www.atwonline.com 
http://www.airberlin.com 
http://www.airlinequality.com 
http://www.airlinemeals.net/index.html 
http://www.airtransat.com 
http://www.alpha-flight-services.com 
http://www.caa.co.uk/homepage.aspx  
http://www.charterairlinegroup.co.uk 
http://www2.condor.com 
http://www.euromonitor.com/GMID/default.asp 
http://www.firstchoice.co.uk/flights 
http://www.flymonarch.com 
http://book.hapagfly.com 
http://www.iaca.be/index.cfm 
http://www.lsg-skychefs.com 
http://www.ltu.de 
http://www.martinair.com 
http://www.mytravelgroup.com 
http://www.thomascook.com 
http://www.thomsonfly.com 
http://www.transat.com/en 
http://www.which.net 
http://www.wisegeek.com/index.htm 
http://www.xl.com 
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